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Abstract

This study examines the impact of green branding on consumer purchasing
behavior in the context of sustainable marketing practices. With the rise of eco-friendly
issues, businesses are increasingly tracking environment friendly strategies and
promoting sustainable products. Green branding is categorized by the integration of the
environmental benefits of product messaging, and has attracted significant attention from
both marketers and consumers. This study focuses on factors such as consumer
perception, trust, perceived value, and environmentally friendly branding that influence
consumer environment and purchasing decisions. Through a survey of consumers from
various demographic backgrounds, this study identifies key drivers that motivate
environmentally friendly purchasing decisions. The results show that positive green
branding not only improves the brand's reputation, but also improves consumer loyalty
and willingness to pay premiums for eco-friendly products. This paper close by
highlighting the importance of transparent marketing communications and the growing
role of sustainability in modern consumer behavior.
Keywords: Sustainable Marketing, Green Branding, Consumer Behaviour, Eco-fiiendly
Products.

Introduction:

In recent years, sustainability has become a central focus in both business
practices and consumer preferences. As environmental concerns grow and awareness of
climate change intensifies, consumers are increasingly seeking products that align with
their values of environmental responsibility. This shift has led to the emergence of green
branding—marketing strategies that highlight eco-friendly aspects of products and
brands. Green branding not only reflects a company’s commitment to environmental
sustainability but also serves as a powerful tool to differentiate products in a highly
competitive market. The impact of green branding on consumer buying behavior has
become a critical area of research, as businesses aim to cater to the growing demand for
sustainable products. Consumer purchasing decisions are now influenced by factors such
as product origin, eco-friendly features, and overall environmental impact. This study
seeks to explore how green branding affects consumer attitudes and purchasing patterns,
and to determine whether it leads to greater brand loyalty, increased willingness to pay a
premium, and a preference for environmentally conscious products. By understanding
these dynamics, businesses can align their marketing strategies with consumer
expectations and contribute to a more sustainable market.

The growing awareness of environmental issues such as climate change
and pollution has led to a significant shift in consumer preferences toward sustainable
products._Consequently, businesses prioritize green branding to differentiate themselves
and appeal to environmentally conscious consumers. However, the relationship between
green branding and consumer buying behaviour remains complex, with factors such as
trust, perceived value, and brand reputation influencing purchasing choices. By
investigating these aspects, this study aims to fill the gap in understanding how green
branding influences modern consumer behavior and its long-term impact on the
marketplace.

Objectives of study:

1. To Investigate the Effect of green branding on consumer buying decisions.

2. To Identify Factors that influence consumer trust and preferences for eco-friendly
products.

To Examine Willingness to pay a higher price for environmentally friendly products.
4. To Explore Consumer Perceptions of green marketing practices and their credibility.
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5. The objective of this study is to explore how
green branding influences consumer buying
behavior and its role in promoting sustainable
marketing practices.

Scope of study:

1. Investigate how green branding influences
consumers' purchasing decisions and perceptions
of eco-friendly products.

2. Examine the attitudes and behaviours of urban
consumers who  prioritize  environmental
sustainability.

3. Explore how consumer trust in green branding
affects purchasing decisions and contributes to
long-term brand loyalty.

4. Analyze how companies can leverage green
branding to stand out in the market and attract
environmentally conscious consumers.

Importance of study

1. This study helps businesses understand how
green branding influences purchasing decisions,
especially among eco-conscious consumers.

2. This offers valuable guidance for companies to
create marketing strategies that align with the
values of environmentally aware buyers.

3. This study highlights the importance of consumer
trust in green branding to, foster long-term brand
loyalty.

4. By examining green branding, this study helps
businesses gain a competitive edge by appealing
to sustainability-focused consumers.

Choice of topic:

The increasing global focus on
environmental issues and sustainability has led to a
significant shift in consumer behavior, making it
essential to understand how green branding influences
purchasing decisions. As more consumers prioritize
eco-friendly products, businesses must adapt by
integrating sustainable practices into their branding
strategies. Choosing this topic allows for an
exploration of the dynamic relationship between green
branding and consumer behavior, offering valuable
insights for both marketers and environmental
advocates. Additionally, as sustainability continues to
gain importance in the marketplace, understanding the
effectiveness of green branding can provide
companies with a competitive advantage, making this
study highly relevant and timely. By studying this
subject, we can contribute to the growing field of
sustainable marketing and help businesses to navigate
the changing demands of environmentally conscious
consumers.

Review of Literature:

1. Kumar and Rani (2018) examined the growing
importance of green marketing in India, noting
that eco-friendly practices and green branding
have the potential to influence consumers'
purchasing decisions, especially among urban
consumers, who are increasingly aware of
environmental concerns. Their study found that
green branding positively impacts consumer

perception and trust, thereby encouraging
environmentally conscious purchasing behavior.

2. Chakraborty and Saha (2019) focus on how
green branding influences consumer purchase
intentions in the Indian context. They noted that
while price remains a significant factor, a
growing number of Indian consumers are willing
to pay a premium for environmentally friendly
products. The research emphasized the role of
green certification and eco-labels in building trust
and shaping consumer preferences for green
products.

3. Bamsal and Kaur (2020) studied the
effectiveness of green branding strategies in
India’s fast-moving consumer goods (FMCG)
sector. Their findings highlight that green
branding initiatives that effectively communicate
environmental benefits have a strong influence on
consumer buying behavior. However, the study
also pointed out that consumer skepticism about
green claims and lack of awareness about
genuine green practices pose challenges for
brands in India.

4. Sharma and Sushil (2021) investigated the
psychological and social factors that affect
consumer behavior toward green products in
India. Their research identified that while
environmental consciousness is growing, cultural
factors such as traditional beliefs about
sustainability and eco-friendliness also play a role
in shaping purchasing behavior. Additionally, the
study found that word -of -mouth and peer
influence  significantly = impact consumers'
attitudes toward green brands.

5. Gupta and Singh (2022) analyzed the role of

social media in promoting green branding in
India. They concluded that digital platforms and
social media campaigns have become essential
for educating consumers about the benefits of
green products. This research underscores the
growing trend of social media-driven
sustainability awareness in influencing the
purchasing decisions of younger, tech-savvy
Indian consumers.
Overall, the literature suggests that, while Indian
consumers are increasingly aware  of
sustainability issues, the effectiveness of green
branding  strategies hinges on  clear
communication, authenticity, and alignment with
the cultural and economic context of the Indian
market.

Research Methodology:
This study explores the impact of green branding
on consumer buying behavior. To achieve this, a
combination of qualitative and quantitative research,
methods is employed to gather comprehensive data
and insights. The methodology is structured as
follows.
A. Research Design
A descriptive research design was used to explore
and analyse the relationship between green
branding and consumer behavior. This design
allows for a detailed examination of how
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consumers perceive eco-friendly brands and how
these perceptions influence their purchase
decisions.
B. Sampling Method

The Stratified random sampling was used to
select participants from diverse demographic
groups. The sample consisted of urban consumers
who were familiar with, and concerned about,
environmental issues. Three hundred respondents
were surveyed to ensure a representative sample.

Methods of Data Collection:
The data will be collected by using both
primary as well as secondary data:

Data Analysis and Interpretation
A. Frequency of Purchasing Green Products:

B Frequently B Occasionally

Primary Data

Surveys and Questionnaires: Designed to
collect quantitative data on consumer perceptions,
preferences, and buying behavior related to green
branding.
Interviews: Follow-up interviews will be conducted to
gather qualitative insights into consumer attitudes and
deeper motivations for eco-friendly products.

Secondary Data

Literature Review: Data will be gathered
from academic journals, books, and research papers to
understand the existing theories and findings on green
branding and consumer behavior.
Industry Reports and Case Studies: These sources
provide real-world examples and insights into how
businesses implement green branding strategies and
their effects on consumer purchasing habits.

M Rarely W Never

Most respondents (85%) purchased eco-friendly products either frequently (40%) or occasionally (45%),
indicating a strong tendency toward green consumption. However, 15% buy green products rarely (10%) or never
(5%), suggesting that a small proportion of consumers still prioritize other factors over sustainability.

B. Willingness to Pay a Premium for Green Products:

B Strongly Agree M Agree M Neutral

W Disagree M Strongly Disagree

The majority of the respondents (70%) were willing to pay more for eco-friendly products, with 30%
strongly agreeing and 40% agreeing. 20% were neutral, while 10% (5% disagree, 5% strongly disagree) were not
willing to pay a premium, indicating that price remains a factor for some consumers.
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C. Influence of Green Branding on Purchase Decisions:

B Always B Often B Sometimes M Rarely B Never

The majority of respondents (65%) were
influenced by eco-friendly labels, with 25% always
considering them and 40% often. This indicates that
green branding has a strong impact on consumers’
purchase decisions However, 20% are only
sometimes influenced, and 15% (10% rarely, 5%
never) are minimally swayed by eco-friendly labels,
indicating that, for some, other factors such as price or
brand loyalty take precedence.

Finding of Research

1. Green branding positively affects consumer
attitudes and , encourages eco-friendly purchases
from brands that focus on sustainability.

2. Consumer trust in green branding is crucial, with
transparency in marketing being key to building
credibility and trust in sustainable products.

3. Green branding enhances brand loyalty, as
sustainability-focused consumers are more likely
to remain loyal to eco-friendly brands, even at a
premium price.

4. Consumers are willing to pay higher prices for
environmentally sustainable products, which
reflects the increasing value placed on
sustainability.

5. Businesses can use green branding as a strategic
tool to differentiate themselves and to, gain a
competitive edge by appealing to eco-conscious
consumers.

Suggestion of Research:

1. Explore how consumers perceive eco-friendly
brands and how these perceptions influence their
purchasing behavior.

2. Investigate how  eco-certification  impact
consumer trust and decisions to purchase green
products.

3. Examine how age, income, and other
demographic factors affect consumers’ choices
for sustainable products.

4. Studies whether personal environmental values or
external factors, such as social influence, drive
consumer decisions to buy green products.

5. Analyze how misleading environmental claims
(green washing) affect consumer trust and
purchasing behavior.
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Conclusion:

In conclusion, the growing trend of green
branding highlights the increasing importance of
sustainability in consumer decision -making. As
environmental awareness rises, consumers gravitate
toward brands that align with their values and
demonstrate a commitment to eco-friendly practices.
Effective green branding can positively influence
purchasing behavior by fostering trust, improving
brand perception, and encouraging loyalty,
particularly when backed by certification, transparent
messaging, and genuine sustainability efforts.

However, challenges such as green washing,
in which companies exaggerate or mislead consumers
about their environmental impact, can significantly
damage consumer trust and hinder the success of
green branding initiatives. Moreover, while some
consumers are willing to pay a premium for eco-
friendly products, price sensitivity remains a crucial
factor that, requires brands to balance sustainability
with affordability.

Ultimately, for businesses to succeed in
sustainable marketing, they must ensure that their
green branding efforts are authentic, transparent, and
backed by environmental commitments. By doing so,
they can build long-lasting consumer relationships,
foster loyalty, and contribute positively to both their
market position and the environment.

Acknowledgement

I am Miss. Prerana Manoj Bhosale thankful to HOD
Dr. T.V Anantkawalas sir Department of Commerce
and Management, Karamaveer Bhaurao Patil
Mahavidyalaya, Pandharpur for granting permission
to carry out the work.

Financial support and sponsorship
Nil.

Conflicts of interest

The authors declare that there are no conflicts of
interest regarding the publication of this paper

Reference List:

1. Chakraborty, S. K., & Hota, S. K. (2019).
Sustainable marketing and consumer behavior: A
study on the impact of green marketing in India.

170


https://ewbr.us/

Journal of Marketing & Communication, 15(2),
24-39.
https://doi.org/10.1177/0973258619822496

2.  Gupta, S., & Jindal, S. (2013). Green marketing:
An analysis of consumer preferences in India.
International ~ Journal of Marketing and
Technology, 3(6), 1-9. Retrieved from
https://www.ijmra.us

3. Kumar, S., & Kumar, V. (2015). Green
branding and its impact on consumer purchasing
decisions in India. International Journal of
Research in Marketing, 8(1), 45-58. Retrieved
from https://www.ijrm.com

4. Kumar, S., & Rani, R. (2018). Green marketing
in India: A study on the influence of
environmental awareness on consumer purchase
decisions. Journal of Environmental
Management, 36(3), 245-259.

5. Chakraborty, S., & Saha, B. (2019). Impact of
green branding on consumer purchase intention
in India. International Journal of Consumer
Studies, 43(2), 134-142.

6. Bansal, P., & Kaur, R. (2020). Green branding
strategies in India: A case study of FMCG sector.
Journal of Business Research, 52(1), 89-98.

7. Sharma, S., & Sushil, D. (2021). Psychological
and cultural influences on consumer behavior
towards green products in India. Journal of
Consumer Research, 44(5), 472-486.

8.  Gupta, R., & Singh, M. (2022). Role of social
media in promoting green branding: An analysis
of Indian consumers. Journal of Marketing and
Sustainability, 39(6), 112-126.

9. Singh, S., & Sharma, A. (2014). Impact of green
marketing on consumer buying behavior in India.
The International Journal of Business &
Management, 2(6), 78-92. Retrieved from
https://www.theijbm.com

10. Yadav, R., & Pathak, G. S. (2016). Consumers'
purchasing behavior towards green products in
India. International Journal of Scientific Research
in Environmental Sciences, 4(2), 91-103.
https://doi.org/10.9734/ijsres.2016.3047

11. Dixit, P., & Singh, P. B. (2024).The impact of
green marketing on consumer behavior: A study
of purchase patterns in personal care and
cosmetic products in Uttar Pradesh, India.
ShodhKosh: Journal of Visual and Performing

Arts, 5(7), 56-63.
https://doi.org/10.29121/shodhkosh.v5.i17.2024.1
909

12. Vijayasree, P. N., Sathavalli D. M., &
Prakash, M. C. (2022).An empirical study on
consumers' behavior towards green products
consumption in India.
The Journal of Contemporary Issues in
Business and Government, 28(4), 594-605.
https://cibgp.com/au/index.php/1323-
6903/article/view/2502

The International Journal of Commerce Management and Business Law in International Research (TIJCMBLIR) | Volume-2

Issue-2| April-2025 | Website: https://ewbr.us 171


https://ewbr.us/
https://www.ijmra.us/
https://www.ijrm.com/
https://www.theijbm.com/
https://doi.org/10.9734/ijsres.2016.3047

